



Customers Benefit From 
Our Provider Discounts 
1surance compames 
.te coinsurance has been a 
if interest in the Florida 
tional media recently. 
ross Blue Shield of Ohio 
igon (Virginia) Blue Cross 
hield were mentioned in 
>f these stories. 
ws stories identified a 
e where some insurance 
nies were calculating the 
bers' coinsurance 
siblity based on the 
er's charge and not on a 
nted provider allowance. 
a hypothetical scenario. 
1y the provider billed $100 
� negotiated provider 
nee was $60. The insur­
Jmpany would assess the 
ber with $20 or 20% of 
the billed charge as their coinsur­
ance responsibility and then pay 
the provider the remaining $40. 
In this case, the subscriber 
actually paid 33% of the 
allowance, not 20%. 
Should your customers ask you 
about this issue, emphasize that 
Blue Cross Blue Shield of 
}1orida calculates its subscrib­
ers' coinsurance based on our 
negotiated provider allowance or 
the provider's charge, whichever 
is less. As a result, our custom­
ers receive the benefit of our 
negotiated payment arrange­
ments. 
If you have any questions about 
this topic, please call Steve 
Johnson at (904) 791-8664. ■ 
rhis is a quarterly newsletter from the Marketing Education and 
'Jevelopment Department of Blue Cross and Blue Shield of Florida. 
'ts purpose is to inform, update and inspire the BCBSF marketing staff. 
�ditor: Mary Matheson (x5622) 
�ontributors: Joe Miller (x5341), Lisa Cioffi (x5489), 
Amy Larkin (x5342) and Lani Love (x5340) 




The following seminars 
are available to employees 
other than new hires on a 
space available basis. If 
you are interested in 
attending one or more of 
them, coordinate with your 
management and call the 
ME&D Department to 
determine availability. If 
the current seminar is full, 
your name can be added to 
a waiting list for future 
seminars. Dates for the 




Pre-Course Training Begins* 
October 2-6 
Product Seminar 
October 30- November 3 
Sales Administration Seminar 
November 13 - 17 
Professional Benefits 
Consulting Seminar 
*All participating trainees must be 
employed by BCBSF on this date. 
I Marketing Education & Development 
FALL 1995 
Building Strong Team Relationships 
As the market changes 
so will the sales 
approach of many 
companies. One selling 
strategy we will use in 
the future is to enhance 
our team selling 
strategies. 
Team selling presents a 
versatile as well as effective solution 
to customer satisfaction by 
providing the appropriate human 
resources to meet the customers' 
needs. Increased customer 
satisfaction provides repeat business 
and referrals, which in tum brings in 
new customers that increase sales 
and profits. 
The team selling concept is 
demonstrated by having 
our sales support staffs and sales 
staffs working as a team to win 
group sales. 
In doing so, they can complement 
each other's efforts. Here are six 
steps for building a strong team 
relationship: 
♦ PURPOSE. 
Understand and agree on the team's 
purpose. 
♦ RESPONSIBILITIES. 
Team members need to define what 
their individual roles will be with the 
customer. Once roles are defined, 
each team member should make a 
commitment for giving 100% to 
their part of the team effort. 
♦ SET UP AN ACCOUNT 
STRATEGY. 
Figure out each team member's 
strengths and decide how to work 
together to maximize proficiencies 
and minimize deficiencies. 
♦ COMMUNICATION. 
Team members should determine the 
best way to communicate with each 
other to make the most of their joint 
effort. This could be 
through voice mail, a 
regularly scheduled 
meeting or conference call, 
or other communication 
channels. 
♦ DO WHAT IT 
TAKES. 
Each member should agree 
to be flexible and accept that, at 
times, they will be called upon to go 
above and beyond what would 
normally be considered standard 
procedure. (Don't get worried about 
staying "even" with other team 
members or you'll get distracted 
from your real goal---making the 
sale.) 
♦ STAY ON TOP OF IT. 
Constantly prioritize, plan and 
review so team members stay 
focused on performing well together 
and are ready for any future 
challenges. ■ 
r-------------------------, 
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Cir' Take the HIDE 'n' SEEK Quiz 
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Cir' Sales Management in the 90's 











I Cir' "R & R" after the Marketing Conference I 
I 
L _________________________ J 
Recent Graduates of the New Hire Program ... 
Up Close and Personal! 
Madelyn Johnson 
Marketing Rep 
West Coast Region 
Madelyn was previously a Field 
Account Manager with the Nestle 
Food Company (Does this mean she 
gave up free chocolate to join 
BCBSF?!), and a Claims Manager 
with Allstate Insurance. Besides 
spending time with her 4-year-old 
son, Zachary, she enjoys hunting 





Lorraine brings her experience from 
Blue Cross Blue Shield of New 
Jersey to her new position in the 
Miami office. Her interests after 
business hours include playing 




West Coast Region 
Randall spent three years in sales at 
Blue Cross Blue Shield of North 
Carolina, and has also worked for 
Nationwide Insurance Company in 
Greensboro, North Carolina. He 
uses his free time to develop 
strategies for his hobby---playing 
chess. 
Annua.1 Sa.Jes Conference - October 11-13, 1995 
Omni Hotel, 1acksonville, Florid.a. 
A few thoughts to whet your appetite for this year's event: 
♦ Is your comfort zone ready for "The Power of Change"? 
♦ It's not all work, as the "Not Tonight, I've Got The Blues Band" entertains 
on Wednesday night (With that name, could we listen to anyone else?) 
♦ You'll get a golden opportunity to travel on the "riderless skyway" to 
the Trade Show at the Prime Osborn Convention Center on Thursday night. 
AND THEN ... 
How About A Little "R & R" On Frid.a.y Afternoon? 
You may want to save some time for a little "R & R" after the conference adjourns on Friday. 
Add to your CEUs by attending the two-hour "Rules and Regulations" Course. (And you thought 
we meant rest and recuperation!) What a great way to start the weekend! 
COACH, 
OON'T COMMAND 
Many of us played team sports, 
whether it was organized and 
sponsored, such as Little League, 
or getting together on the play­
ground for a game of kickball. 
Some of you still play team 
sports. You have the skills, and 
at least some ability, to play the 
game, and you know the rules. � 
All team sports have one thing in common: a coach or team leader. One role of the coach is to as: 
skills/abilities of team players and help them gain or improve needed skills. The coach also motiv, 
team players to perform at the best of their skills and abilities so the team can reach their ultimate ! 
winning the game. 
Sales management of the S0's, 60's or 70's may have been able to lead their teams by issuing orders 
would be carried out by the sales and service staff As we all know, times have changed. Sales ma 
ment in the 90's is doing the same thing your coach did: assess and improve selling/servicing skills 
abilities as well as motivate your employees to "win the game." The following ten techniques can l 
you accomplish this: 
1. Develop a vision and gain 
commitment from your sales/ 
service team, then give them the 
freedom to carry out this vision. 
2. Seek consensus--don't issue 
commands. 
3. Make sure people have the 
resources and support they need 
to succeed. 
4. Check progress on projects--­
don't micro-manage. 
S. Before punishing someone 
who "fails," find out why he or 
she fell short of expectations. 
6. Reward people for reaching 
all their goals, including personal 
goals, not just sales goals. 
7. Make sure all your te; 
members are continuously 
learning and growing. 
8. Spend more time in th 
with employees than in y01 
office. 
9. Spend some time with 
employees off the job, too. 
















Many of us played team sports, 
whether it was organized and 
sponsored, such as Little League, 
or getting together on the play­
ground for a game of kickball. 
Some of you still play team 
sports. You have the skills, and 
at least some ability, to play the 
game, and you know the rules . .,.._ 
All team sports have one thing in common: a coach or team leader. One role of the coach is to assess the 
skills/abilities of team players and help them gain or improve needed skills. The coach also motivates the 
team players to perform at the best of their skills and abilities so the team can reach their ultimate goal--­
winning the game. 
Sales management of the 50's, 60's or ?O's may have been able to lead their teams by issuing orders that 
would be carried out by the sales and service staff. As we all know, times have changed. Sales manage­
ment in the 90's is doing the same thing your coach did: assess and improve selling/servicing skills and 
abilities as well as motivate your employees to "win the game." The following ten techniques can help 
you accomplish this: 
1. Develop a vision and gain 
commitment from your sales/ 
service team, then give them the 
freedom to carry out this vision. 
2. Seek consensus--don't issue 
commands. 
3. Make sure people have the 
resources and support they need 
to succeed. 
4. Check progress on projects--­
don't micro-manage. 
5. Before punishing someone 
who "fails," find out why he or 
she fell short of expectations. 
6. Reward people for reaching 
all their goals, including personal 
goals, not just sales goals. 
1. Make sure all your team 
members are continuously 
learning and growing. 
8. Spend more time in the field 
with employees than in your 
office. 
9. Spend some time with 
employees off the job, too. 
10. Give ambitious employees 
increased responsibilities. 
■ 
Get Your Pencils a.nci Ta.ke 
the HIDE 'n' SEEK Quiz! 
"How'm I Doing Evaluation" 
and "Self Exam for Excellence Key" 
Sometimes it is only the sales people that make a company stand out from an abundance of other businesses 
offering similar products at similar prices. This puts a lot of pressure on sales people. Some may experienc 
burnout or personal problems that can trigger a gradual backslide into poor sales practices. To prevent cour 
ductive sales practices from creeping into your performance, pay attention to every aspect of the selling proc 
every day. As you read over the following "tips to success" and "traps to avoid", make an honest inventory< 
where you stand on each. Check those which "need work". 
1 O Tips to Set Our Company 
Apart from the Competition: ·-· 
I I .. _ .. 
1. Know your 
customers' different 
personality styles and 
how to sell to each. 
Making notes on the customers you 
have and tailoring your approach to 
meet their needs will help you 
prepare for prospects you've never 
met. 
r-• 
I I ._ .. 2. Know your products, programs and solutions. 
Your product knowledge is the most 
important factor in the competence 
you convey to your customers and 
prospects. To stay informed, keep 
up with current BCBSF literature, 
meetings and events. 
r-• 
I I .. _ .. 
3. Know which 
benefits suit each 
customer the best. 
Knowing which features and 
benefits your customer appreciates 
the most will help you sell your 
prospects and make improvements 
or enhancements on your product or 
service. 
r-• 
I I .. _ .. 
4. Know your 
competitions' strengths 
and weaknesses. 
Do research through your customers 
to find out what customers like and 
dislike about your competition. 
Also do your own independent 
research to find out what they have 
that BCBSF does not. Knowing 
your competition makes you a 
stronger salesperson. 
P - • 5. Set specific goals. 
I I 
G . k • _ .a oals give your wor a 
renewed sense of 
purpose and, most importantly, help 
keep you motivated and productive. 
Stick to a written plan and work on 
a daily basis to complete it. 
r - • 6. Budget your time. 
I I 
a. _ .a Make a list of prioritized 
tasks. Be aware of little 
time wasters that can add up to 
many lost hours a week. Set a time 
frame to complete projects and stay 
ORGANIZED! 
·-· 
I I ._ .. 7. Deal with res effectively. 
Difficult-to-sell 
prospects teach you how to c 
come objections and sell mm 
successfully, so welcome res 
as a valuable learning experi 
P - • 8. Understand t 
I I value of customf 
I. - .I service. 
The shortest route to succes� 
go above and beyond the cal 
of duty. Happy customers a: 
often than not repeat custom 
so spare no effort to see that 
you meet their needs and wa 
IMMEDIATELY! 
r-• 
I I .. _ .. 
9. Maintain a p 
mental attitude. 
View problems a 
setbacks as learning opportu 
Use motivational materials t, 
r---------
1 Don't set that penc 
I down yet... Turn the 
I page to continue y1 
I HIDE n' SEEK Quiz ·---------
COACH, 
DON'T COMMAND 
Many of us played team sports, 
whether it was organized and 
sponsored, such as Little League, 
or getting together on the play­
ground for a game of kickball. 
Some of you still play team 
sports. You have the skills, and 
at least some ability, to play the 
game, and you know the rules . .,.._ 
tm sports have one thing in common: a coach or team leader. One role of the coach is to assess the 
1bilities of team players and help them gain or improve needed skills. The coach also motivates the 
)layers to perform at the best of their skills and abilities so the team can reach their ultimate goal---
1g the game. 
nanagement of the 50's, 60's or 70's may have been able to lead their teams by issuing orders that 
be carried out by the sales and service staff. As we all know, times have changed. Sales manage­
n the 90's is doing the same thing your coach did: assess and improve selling/servicing skills and 
!S as well as motivate your employees to "win the game." The following ten techniques can help 
:complish this: 
velop a vision and gain 
itment from your sales/ 
! team, then give them the 
m to carry out this vision. 
ek consensus--don't issue 
ands. 
ake sure people have the 
ces and support they need 
::eed. 
4. Check progress on projects--­
don't micro-manage. 
5. Before punishing someone 
who "fails," find out why he or 
she fell short of expectations. 
S. Reward people for reaching 
all their goals, including personal 
goals, not just sales goals. 
7. Make sure all your team 
members are continuously 
learning and growing. 
8. Spend more time in the field 
with employees than in your 
office. 
9. Spend some time with 
employees off the job, too. 
10. Give ambitious employees 
increased responsibilities. 
■ 
Get Your Pencils and Take 
the HIDE 'n' SEEK Quiz! 
"How'm I Doing Evaluation" 
and "Self Exam for Excellence Key,, 
Sometimes it is only the sales people that make a company stand out from an abundance of other businesses 
offering similar products at similar prices. This puts a lot of pressure on sales people. Some may experience 
burnout or personal problems that can trigger a gradual backslide into poor sales practices. To prevent counterpro­
ductive sales practices from creeping into your performance, pay attention to every aspect of the selling process 
every day. As you read over the following "tips to success" and "traps to avoid", make an honest inventory of 
where you stand on each. Check those which "need work". 
10 Tips to Set Our Company 
Apart from the Competition: 
r - ., 
I I .. _ .. 
1. Know your 
customers' different 
personality styles and 
how to sell to each. 
Making notes on the customers you 
have and tailoring your approach to 
meet their needs will help you 
prepare for prospects you've never 
met. 
r-• 
I I .. -. 2. Know your products, programs and solutions. 
Your product knowledge is the most 
important factor in the competence 
you convey to your customers and 
prospects. To stay informed, keep 
up with current BCBSF literature, 
meetings and events. 
r --, 
I I .. _. 
3. Know which 
benefits suit each 
customer the best. 
Knowing which features and 
benefits your customer appreciates 
the most will help you sell your 
prospects and make improvements 
or enhancements on your product or 
service. 
p - ., 
I I .. _ .. 
4. Know your 
competitions' strengths 
and weaknesses. 
Do research through your customers 
to find out what customers like and 
dislike about your competition. 
Also do your own independent 
research to find out what they have 
that BCBSF does not. Knowing 
your competition makes you a 
stronger salesperson. 




k • _ _. oals give your wor a 
renewed sense of 
purpose and, most importantly, help 
keep you motivated and productive. 
Stick to a written plan and work on 
a daily basis to complete it. 
r - • 6. Budget your time. 
I I 
• _ .a Make a list of prioritized 
tasks. Be aware of little 
time wasters that can add up to 
many lost hours a week. Set a time 
frame to complete projects and stay 
ORGANIZED! 
P - ., 7. Deal with resistance 
I I effectively . .. _ .. 
Difficult-to-sen 
prospects teach you how to over­
come objections and sell more 
successfully, so welcome resistance 
as a valuable learning experience. 
P - • 8. Understand the 
I I value of customer 
Ii - .I service. 
The shortest route to success is to 
go above and beyond the call 
of duty. Happy customers are more 
often than not repeat customers, 
so spare no effort to see that 
you meet their needs and wants 
IMMEDIATELY! 
p - ., 
I I . - .. 9. Maintain a positive mental attitude. 
View problems and 
setbacks as learning opportunities. 
Use motivational materials to help 
·------------, 
I Don't set that pencil I 
I down yet... Turn the I 
I page to continue your I 
I HIDE n' SEEK Quiz! I .. ___________ .. 
r - - - - - - - - - - ., 
: More HIDE 'n' SEEK. . .  : ·----------· 
you maintain a positive and 
productive outlook. Most 
importantly, maintain a healthy 
balance of work and leisure time. 
· - ., 
I I 
10. Know yourself. 
I. - • Identify your weaknesses 
and get the help you 
need to improve on them. Even the 
best sales people never stop learning 
or improving. Your level and range 
of skills largely determine your sales 
success. 
Seven common sales traps 
to look out for : 
r - -. 1 .  Inflexibility. 
I I Success-bound sales­
• - • people must adapt and 
adjust with the times to 
accommodate their customers' 
changing needs . 
r - ., 2. Lack of 
I I commitment. . - .. 
A willingness to go the 
extra mile makes a sales person 
stand out. It's hard to get commit­
ment from a customer if you're not 
willing to show commitment to 
them. . - ., 
I I 
3. Low enthusiasm. 
1. _ .a Your enthusiasm carries 
over into your sales 
efforts and the people around you. 
If there is no spark in your selling 
life, find out what and rectify the 
situation. Talk to your manager and 
discuss programs that will bring a 
spark back into your sales activities. 
P - ., 4. Negativity. 
I I 
• - • Before a sales call, 
dispel negativity with 
positive thoughts . Take control of 
your expressions and make yours 
happy, even when on the phone. 
Your efforts to stay positive will 
have you smiling all the way to the 
bank. 
p - -. 5. Low motivation. 
� _ .! You can heavily 
influence your motiva­
tional level. If you are stuck in a 
low motivational rut, give yourself 
something to get excited about. 
Reward yourself for a job well done 
( weekend getaway for reaching 
quota) or invest in one of the many 
motivational cassettes on the 
market. 
. - ., 
I I 
6. Dishonesty. 
I. - .a Trust is the foundation 
of long-term product 
relationships, so be unerringly 
honest about our products and 
services and how well they will meet 
your customers' needs. Resolve to 
tell you customers about problems. 
The news may not be welcome but 
you will mark yourself as honest 
and give yourself the opportunity to 
prove your problem solving capa­
bilities. 
P - ., 7. Overselling. 
I I 
1. _ .a Compare the time you 
normally spend talking 
during or after a presentation with 
the amount of time the customer 
spends contributing. Say less, listen 
more and, as you complete your 
specific sales call objectives, end the 
call. Time is precious, so show that 
you understand its value. 
How did you score? Don't worry--no grades will be taken, 
but now you can stop "hiding" from what may be keeping 
you from "seeking" the success you deserve! ■ 
� � 
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Customers Benefit From 
Our Provider Discounts 
How insurance companies 
calculate coinsurance has been a 
topic of interest in the Florida 
and national media recently. 
Blue Cross Blue Shield of Ohio 
and Trigon (Virginia) Blue Cross 
Blue Shield were mentioned in 
some of these stories. 
The news stories identified a 
practice where some insurance 
companies were calculating the 
subscribers' coinsurance 
responsiblity based on the 
provider's charge and not on a 
discounted provider allowance. 
Here's a hypothetical scenario. 
Let's say the provider billed $ 100 
and the negotiated provider 
allowance was $60. The insur­
ance company would assess the 
subscriber with $20 or 20% of 
the billed charge as their coinsur­
ance responsibility and then pay 
the provider the remaining $40. 
In this case, the subscriber 
actually paid 3 3 % of the 
allowance, not 20%. 
Should your customers ask you 
about this issue, emphasize that 
Blue Cross Blue Shield of 
r7orida calculates its subscrib­
ers' coinsurance based on our 
negotiated provider allowance or 
the provider 's charge, whichever 
is less. As a result, our custom­
ers receive the benefit of our 
negotiated payment arrange­
ments. 
If you have any questions about 
this topic, please call Steve 
Johnson at (904) 79 1 -8664. ■ 
This is a quarterly newsletter from the Marketing Education and 
Development Department of Blue Cross and Blue Shield of Florida. 
Its purpose is to inform, update and inspire the BCBSF marketing staff 
Editor: Mary Matheson (x5622) 
Contributors: Joe Miller (x5341), Lisa Cioffi (x5489), 
Amy Larkin (x5342) and Lani Love (x5340) 




The following seminars 
are available to employee 
other than new hires on , 
space available basis. If 
you are interested in 
attending one or more of 
them, coordinate with yo 
management and call the 
ME&D Department to 
determine availability. If 
the current seminar is fuJ 
your name can be added · 
a waiting list for future 
seminars. Dates for the 




Pre-Course Training Begir 
October 2-6 
Product Seminar 
October 30 - November 
Sales Administration Semi 
November 13 - 17 
Professional Benefits 
Consulting Seminar 
*All participating trainees mu 
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Customers Benefit From 
Our Provider Discounts 
How insurance companies 
calculate coinsurance has been a 
topic of interest in the Florida 
and national media recently. 
Blue Cross Blue Shield of Ohio 
and Trigon (Virginia) Blue Cross 
Blue Shield were mentioned in 
some of these stories. 
The news stories identified a 
practice where some insurance 
companies were calculating the 
subscribers' coinsurance 
responsiblity based on the 
provider's charge and not on a 
discounted provider allowance. 
Here's a hypothetical scenario. 
Let's say the provider billed $ 1 00 
and the negotiated provider 
allowance was $60 . The insur­
ance company would assess the 
subscriber with $20 or 20% of 
the billed charge as their coinsur -
ance responsibility and then pay 
the provider the remaining $40 . 
In this case, the subscriber 
actually paid 33% of the 
allowance, not 20%. 
Should your customers ask you 
about this issue, emphasize that 
Blue Cross Blue Shield of 
F1orida calculates its subscrib­
ers ' coinsurance based on our 
negotiated provider allowance or 
the provider 's charge, whichever 
is less. As a result, our custom­
ers receive the benefit of our 
negotiated payment arrange­
ments . 
If you have any questions about 
this topic, please call Steve 
Johnson at (904) 79 1 -8664 . ■ 
This is a quarterly newsletter from the Marketing Education and 
Development Department of Blue Cross and Blue Shield of Florida. 
Its purpose is to inform, update and inspire the BCBSF marketing staff 
Editor: Mary Matheson (x5622) 
Contributors: Joe Miller (x5341) ,  Lisa Cioffi (x5489), 
Amy Larkin (x5342) and Lani Love (x5340) 




The following seminars 
are available to employees 
other than new hires on a 
space available basis. If 
you are interested in 
attending one or more of 
them, coordinate with your 
management and call the 
ME&D Department to 
determine availability. If 
the current seminar is full, 
your name can be added to 
a waiting list for future 
seminars. Dates for the 




Pre-Course Training Begins* 
October 2-6 
Product Seminar 
October 30 - November 3 
Sales Administration Seminar 
November 13 - 17 
Professional Benefits 
Consulting Seminar 
*A ll participating trainees must be 
employed by BCBSF on this date. 
�-----------------------­
Marketing Education & Development 
FALL 1995 
Building Strong Team Relationships 
As the market changes 
so will the sales 
approach of many 
companies. One selling 
strategy we will use in 
the future is to enhance 
our team selling 
strategies. 
Team selling presents a 
versatile as well as effective solution 
to customer satisfaction by 
providing the appropriate human 
resources to meet the customers' 
needs. Increased customer 
satisfaction provides repeat business 
and referrals, which in tum brings in 
new customers that increase sales 
and profits. 
The team selling concept is 
demonstrated by having 
our sales support staffs and sales 
staffs working as a team to win 
group sales. 
In doing so, they can complement 
each other's efforts. Here are six 
steps for building a strong team 
relationship :  
♦ PURPOSE. 
Understand and agree on the team's 
purpose. 
♦ RESPONSIBILITIES. 
Team members need to define what 
their individual roles will be with the 
customer. Once roles are defined, 
each team member should make a 
commitment for giving 1 00% to 
their part of the team effort. 
♦ SET UP AN ACCOUNT 
STRATEGY. 
Figure out each team member's 
strengths and decide how to work 
together to maximize proficiencies 
and minimize deficiencies. 
♦ COMMUNICATION. 
Team members should determine the 
best way to communicate with each 
other to make the most of their joint 
effort. This could b 
through voice mail, 
regularly scheduled 
meeting or conferen, 
or other communica 
channels. 
♦ DO WHAT l 
TAKES. 
Each member shoul, 
to be flexible and accept that, 
times, they will be called upo 
above and beyond what woul, 
normally be considered stand 
procedure. (Don't get worrie, 
staying "even" with other teat 
members or you'll get distracl 
from your real goal---making 
sale. ) 
♦ STAY ON TOP OF 1 
Constantly prioritize, plan an 
review so team members stay 
focused on performing well tc 
and are ready for any future 
challenges. 
r - - - - -.- - - - - - - - -·- - - - - - - - -
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Take the HIDE 'n ' SEEK Quiz 
Profiles of New Hire Graduates 
Sales Management in the 90 's 
Dollars & Sense 
"R & R "  after the Marketing Confer• 
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